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Abstract

The number of young people turning out to
vote is declining in Western democracies
(Sheerin, 2007; Donald, 2010). This issue is
symptomatic of the growing gap between
traditional political systems and the 21st
century citizen. However, the emergence

of internet technology makes large-scale
participation easier, which presents an op-
portunity to change citizens’ relationship
with government (Tapscott in Gormley,
2009). This research applies design pro-
cesses to the way young people engage with
candidates in elections. It suggests that an
online platform can be an effective piece

of infrastructure for alternative political
participation.

Ask Away is an open source question and
answer web application for people to ask
questions, vote for the ones they want an-
swered and then compare responses from
political candidates. Through participating
on Ask Away, citizens are able to engage
candidates in direct dialogue, shape discus-
sions and set agendas.

Human-centred, collaborative design think-
ing and making were used to develop the
platform, which was used by 22,000 New
Zealanders in the period leading up to the
2014 New Zealand General Election.

Learning through doing was core to this re-
search. By designing, creating and releasing
a working prototype, this thesis not only
makes a proposition, but demonstrates the
impact initiatives like this can have on civic
participation.
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Your questions for Wellington's mayoral candidates

Question of the day:

See all the questions

Ask a Question

Other recently asked
questions

Answers from the candidates:

Figure 1: Ask Away Beta in 2013 — Mayoral Elections.
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How does it work?
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Do you believe prisoners should be given the democratic right to vote?
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f you were to become the prime minister, would you change the GCSB bill
and the relationship between NZ & USA 7 If so what would you change

o B, dg B dp B By

Figure 2: Ask Away homepage in 2014.



Introduction

The Ask Away platform was first designed,
prototyped and used in the Wellington May-
oral election in 2013, as my BDes Honours
major project in Visual Communication De-
sign. This next iteration involved expanding
the scope of the platform to a nation-wide,
youth focussed tool for voter motivation —
a goal broader in scope but more targeted
in audience.

Voter turnout as a percentage of eligible
population rose by 3% in 2014, halting a
trend that would have seen it dropping
another 5% (New Zealand Electoral Com-
mission, 2015). According to Professor
Jack Vowles of Victoria University, turn-
out among 18-29 year olds rose by 5-8%.
Vowles suggested the increase may be due
to increased activity encouraging turn-
out, from both parties and “other groups,
particularly youth groups” (Blake-Kelly &
Whelan, 2015, para. 7).

Although it is impossible to prove a

causal relationship between the Ask Away
initiative and overall turnout, the high level
of engagement it received is a positive sign.
There were more than 1000 questions and
1000 answers exchanged on the platform,
with hundreds of comments and 16,000
votes cast across the questions.

Declining youth voter turnout
Voter turnout has declined in New Zealand
in almost every general election since 1984
(Figure 3). This trend is observable in most
Western democracies, and worldwide it is
young people who are consistently under-
represented at the polls (Sheerin, 2007;
Donald, 2010). According to the Statistics
New Zealand General Social Survey, 42%

of 18-24 year olds did not vote in the 2011
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Figure 3: Electoral Commission. 2014. New Zealand General Election

Turnout by voting age population 1981-2011. Graph.

General Election, compared to a national
average of 20% (2014).

Youth are the focus of this thesis, but there
are other groups who are over-represented
in non-voting statistics. These groups
include recent migrants, Maori and Pasifika
peoples, and those who are unemployed

or on low incomes. The latter group in
particular has a large crossover with youth
(Statistics NZ, 2014; Fitzgerald, Stevenson
& Tapiata, 2007).

If non-voters were spread evenly across the
population, it would make little difference
how many people voted, so long as propor-
tionally, everyone was accurately repre-
sented in the result. However, alongside the
trend of youth non-voting has come a self-
reinforcing ‘cycle of mutual neglect’ (Shea &
Green, 2007, p. 167). Because they believe
young people are not interested, political
parties rarely pitch policies or mobilisation
campaigns at youth. As a result, youth do
not pay attention to political parties and
messages. This means that when policy
platforms are decided, the needs and pref-
erences of young people risk being left out.



Civic technology

As democracy faces the challenge of youth
non-voting, it is also presented with oppor-
tunities. The tools of the internet mean that
for the first time gathering opinions and
sharing information is not prohibited by
financial cost and this enables new forms
of political participation (Breuer & Farooq,
2012). The relationship between technol-
ogy and democracy is quickly evolving,

and this project can be situated within this
dynamic space.

Along with many others internationally, the
New Zealand public sector has been work-
ing towards digital transformation. This ef-
fort focuses on not only delivering services
digitally, but designing them around the
needs of users. The Department of Internal
Affairs’ Result 10 Blueprint (2014), a road-
map for change in service delivery across
government, recognises the importance of
design thinking and human-centred meth-
ods to effect these changes.

While this transformation is underway
within many government agencies, it has
not yet made its way into the democratic
process. However, the role of digital and
particularly social media in political cam-
paigns, has been growing rapidly (Loader &
Mercea, 2012). Political parties in New Zea-
land now commonly use Facebook, Twitter
and YouTube, as well as party and candi-
date websites, as channels for political com-
munication. These platforms are forms of
social media, which is defined as “various
user-driven (inbound marketing) channels.
These channels represent a stark differ-
ence from the advertiser-driven (outbound
marketing) push model” (Burgess cited in
Cohen, 2011, para. 8).

Vlsua|!tion &
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Public Decision
Making

Crowdfunding
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Figure 4. The Knight Foundation. 2013a. Mapping the Civic Technology

Landscape. Interactive web visualisation.

The growing use of social media sets an
expectation for candidates to be engaging
online. Some parties have moved beyond
simply using social media as another chan-
nel for spreading their messages, and have
used the web to facilitate policy discussion
and decentralised campaign organisation.
For example, the newly formed Internet
Party used an open source platform, Loom-
io, to allow users to collaboratively create
its policy platform for the 2014 election
(Internet Party, 2014).

Alongside these changes within govern-
ment and political parties, there is a de-
veloping movement of initiatives loosely
termed ‘civic tech’. As illustrated in the map
of the civic tech landscape below it is a
term that covers a large range of activities,
including ‘facilitating civic engagement’ un-
der voting. Civic tech has been described as

D‘L'\‘y




“technology that spurs citizen engagement,
improves cities and makes governments
more effective” by the Knight Foundation,
which funds civic projects in the United
States (Knight Foundation, 2013b, para. 1).

Linked to civic tech is the Open Source
movement. Open source software is “soft-
ware that can be freely used, changed, and
shared (in modified or unmodified form)
by anyone” (Open Source Initiative, n.d.,
para.1). It offers cost-cutting and time-
saving advantages technically, and also
contains some entrenched philosophical
principles. One of these is that technol-

ogy can be an enabler for participation at
every level. Open source’s focus on open
participation and transparency resonate
closely with the objectives of civic tech. For
this as well as practical reasons many civic
tech projects develop their platforms under
open source licences, as did this project.
This licence means that others could use
the code and host their own Ask Away
platform. They could modify or add to the
platform, and those improvements could be
fed back into use in New Zealand.

Around open source and civic tech pro-
jects exist communities of self-described
‘civic hackers’. According to a community
member, “Civic hacking is people work-
ing together quickly and creatively to help
improve government” (Levitas, 2013).
‘Quickly’ recognises that while the public
sector are often working on long term, high
level strategies to address problems; there
can be a lot of value to be had from light-
weight, flexible solutions largely built by
volunteers. These people are mostly web
developers, but increasingly include de-
signers, public servants and subject matter
experts. In the case of this project, fifteen

Internet

Civic Design

engagement

Figure 5. Contextual lenses.

web developers contributed code, some
remotely, during a series of group sessions
in evenings or on weekends.

Together these movements set the context
for this project. Participation and openness
are common themes in the activity emerg-
ing in the space between technology and
civic engagement. It is fertile ground for
solutions that enable people to take part by
putting them at the centre. While the public
sector is introducing a human-centred ap-
proach and civic technology projects aim to
enable citizen participation, there is a gap
for citizen-led projects that employ human-
centred design. In particular, this approach
has not been studied in the field of voter
participation (beyond voting systems
design), in New Zealand or internationally.
This research therefore explores both the
potential impact of design in the field of
voter participation, and also the application
of human-centred design in the realm of
civic technology.



Research question:
To what extent could an
online platform increase
youth voter engagement
and participation in the

2014 General Election?

More specifically, can Ask Away, an interac-
tive web platform originally designed and
prototyped to facilitate participation and
two-way dialogue between young voters
and candidates leading up to the 2013 Wel-
lington Local Body elections, be extended to
a national election campaign environment?
What can be achieved with a broader scope
and limited time frame? How can this dif-
ferentiate from the work of others working
in this space, for example Ask Them, Our-
Say, On the Fence and Reddit (see Appendix
One). What techniques can be used to fa-
cilitate youth voter engagement online and
does this lead to more young people voting?

Secondly, what role can
design play in citizen-
initiated civic engage-
ment projects?

What does a design led civic technology

project look like and how can a human-cen-
tred approach facilitate collaboration?
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Paradigms

Because a change from political disengage-
ment to active participation is the underly-
ing goal of this research, it sits within the
paradigm of Transformational Design. This
is a mode of design that addresses complex
social and economic problems and “asks
designers to shape behaviour - of people,
systems and organisations - as well as form”
(Burns, Cottam, Vanstone & Winhall, 2006, p.
21). This definition comes from 2006 paper
by the Research and Development (RED)
team at the UK Design Council. It has its
roots in Pine and Gilmore’s (1999) descrip-
tion of transformational offerings as the next
stage of economic progression. In this work,
change within the individual (such as weight
loss or an increase in fitness) is the deliver-
able. Working across disciplines, the role of
the transformational designer “is less the
sole author of ideas, and more the facilitator
of others’ ideas” (Burns et al., 2006, p. 26).

A closely connected paradigm is human-cen-
tred design. Human-centred design (HCD)
considers the end user of a product or ser-
vice to be central to the design process. HCD
stresses the value of collaboration between
diverse perspectives and a holistic, iterative
and multidisciplinary approach to creating
solutions (IDEO, 2013). A fundamental shift in
human-centred design is the change in focus
from ‘Master Designer’ to ‘Expert User’, the
acknowledgement that people have the best
knowledge about their own situations (Burns
etal., 2006, p.6, p.10). This shift echoes
Transformational Design’s positioning of the
designer as facilitator rather than expert.



Processes

This project draws on three processes that
can be utilised to resolve a research ques-
tion by placing the user at the centre and
working iteratively:

(i) Design thinking:

As described by Bailey (2014) design think-
ing codifies the design process in a way that
communicates with non-designers as well
as designers, for example within business
schools. The design thinking process starts
with time spent understanding the needs of
users, followed by definition of the prob-
lem or goals. Initial research has a broad
scope, then is refined into specific insights
or a problem statement. From this defined
point, designers ‘go wide’ again, generating
diverse ideas before again narrowing focus
to a specific solution. Concepts are then
quickly prototyped and tested and further
developed. Whatever scope or situation

the design process is occurring within,
these rhythms of divergent and convergent
thinking consistently emerge, a pattern de-
scribed by the Design Council as the ‘double
diamond’ (2005).

(ii) User experience design:

User experience design is a specifically
technology-focused process “concerned

Q) near O create

THEMES

STORIES

OBSERVATIONS

with all the elements that together make up
that interface, including layout, visual de-
sign, text, brand, sound, and interaction. UE
[UX] works to coordinate these elements

to allow for the best possible interaction

by users” (User Experience Professionals
Association, n.d.). [t draws from the fields of
cognitive science and behavioural psychol-
ogy to explain user behaviour and maxim-
ise ease of use (UXPA, n.d.).

Discover Define Develop Deliver

Figure 6. Design Council. 2005. The design process. Diagram.

Figure 7. IDEO. 2009. The HCD process. Diagram.
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User-centred design is a subset of human-
centred design often used for UX. Unlike
HCD, it is limited in scope to ‘end users’
rather than stakeholders and collaborators
(Di Russo, 2012). User engagement is a
facet of UX defined by cognitive scientist
Mounia Lalmas from Yahoo Labs as “the
emotional, cognitive and behavioural con-
nection that exists... between a user and a
technological resource” (2013, Slide 9). This
thesis takes particular interest in this con-
nection and it’s potential impact on political
engagement.

(iii) Agile Development:

This is an approach to project manage-
ment of software development. While it
comes from different origins, it has much
in common with the design methodolo-
gies outlined above. Agile is based around
short cyclical iterations, building from a
minimum viable product outwards. Each
development task is based on an identified
user need, which are prioritised and regu-
larly revisited. The whole team reflects on
progress and communication between the
developers and product owner (see below)
happens regularly. This approach means
that as new user needs arise or others be-
come obsolete features can be incorporated
or discarded as required. (Szalvay, n.d.).

In Agile development, the Product Owner
is responsible for communicating the vi-
sion of the project to the team. The role
also includes “working closely with key
stakeholders throughout the organization
and beyond, so he or she must be able to
communicate different messages to differ-
ent people about the project at any given
time” (Mountain Goat Software, n.d.). The
similarities of this role to the ‘designer as

12

facilitator’ role make them compatible, and
[ would argue that

combining them gave this project addition-
al strength.

As its mission was participation, the co-
creative, collaborative aspect common

to all of these approaches was critical to
the project. This theme ran through the
design research, the choice to develop as
open source software, the marketing and
communications and the public use of the
platform.

Collaborations

For design to be transformation-
al, it cannot be done alone. This

was very much a team project,

supported by:

Massey University: As part of the Master
of Design programme, the project received
guidance and support from my supervi-
sors, Karl Kane and Claire Robinson, as
well as the postgraduate co-ordinator
Julieanna Preston. This context provided

a studio space, shared with other Masters
candidates, and allowed me to co-locate
with the technical lead, as well as spaces to
meet with external stakeholders. Massey
University also funded the project through
its strategic innovation fund, which enabled
the professional web development of the
platform, and marketing funds.

The New Zealand Electoral Commission
supported this research by awarding a Suf-
frage Scholarship, which covered my course
fees. They also provided advice about elec-



toral law and, while they could not officially
endorse the project, promoted it through
their social media channels.

Jonathan Lemmon, who was initially hired
as the Technical Lead for the project, but
shifted into a User Experience, User Inter-
face designer’s role as we worked. He has a
background in civic technology, having co-
founded the collaborative decision making
platform Loomio. Jon contributed technical
project management expertise as well as
design input, and a large part of the pro-
gramming itself.

Enspiral: A collection of individuals and
businesses who are working in social
enterprise. They use business models that
prioritise environmental and social impacts
alongside financial gain. The project re-
ceived a lot of advice and support through
the Enspiral network, including software
quotes, open source legal advice, commu-
nications strategy, general idea sharing and
contacts. The initial prototype of the plat-
form, built in 2013, was developed entirely
by volunteer web developers associated
with Enspiral, including Jon Lemmon.

The Design & Democracy Project: a stra-
tegic research unit within Massey’s School
of Design which aims to “enhance conver-
sation and participation on social issues
through design (n.d.). Led by Karl Kane, it
was under the umbrella of the D&D project
that Ask Away was funded. The unit was
situated within OpenLab, a design studio
within Massey’s College of Creative Arts.
This relationship meant that the budget
and contracts were professionally man-
aged, as well as providing access to senior
designers for critique.

Figure 8. Developers at a ‘hack night' (coding session).

On the Fence: The other project within the
D&D unit, On the Fence was led by Kieran
Stowers. (See Appendix One). As well as
support, critique and idea sharing between
the projects, On the Fence linked to Ask
Away as a means for further exploration of
issues, which directed a significant amount
of traffic to the site.

Code for New Zealand: a recently es-
tablished collective of developers led by
Rowan Crawford. Through sessions run on
weekends and evenings CFNZ developers
built features into the application, supple-
menting the scope of what could be built
within the budget and timeframe.

Virgin Voter Collective: This was a cam-
paign initiated by entrepreneur Derek
Handley and led by Hannah Duder, who
created her own youth engagement appli-
cation, CandiDate. The VVC included other
youth efforts RockEnrol, Generation Zero’s
Stand Up and On the Fence. The idea was to
provide an umbrella campaign and website
for cross promotion and media purposes.

13



Political party communications staff and
candidates: eighty political candidates

and organisational staff contributed to

the project by coordinating and answer-
ing questions on the site. More than just
another group of users, the political parties
were important stakeholders, as the project
depended on their participation.

Radio New Zealand contracted the team to
embed the Ask Away feed into their website,
and into their youth focussed web plat-
form, The Wireless. As well as being part
of their online coverage, RNZ were able to
report on the parties’ answers on air, and
have a source of content which was differ-
ent to their competitors and which gave
their users a chance to participate. They
were pleased at the opportunity to connect
on air with digital interactive content. Ask
Away was covered on the Insight, Morn-

ing Report, Nine to Noon, and Mediawatch
programmes. See Appendix Two for a list of
the full media coverage.

My role was to fit these elements together,
to define and communicate the purpose
and vision for the project, and then identify
who could contribute to it. With diverse
groups of people involved, I needed to be
aware of all of their needs and motivations,
and balance and shape the project accord-
ingly. Communication, visual or otherwise,
was integral to this.

The next section describes the process
| undertook to realise this project. | dis-
cuss the academic and user research,
the design outputs, interface design
and algorithm, the involvement of polit-
ical parties, the social media campaign
and the broader communications plan.
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Process meets practice

Gathering

This stage involved gathering material from
many sources, focusing on three strands of
inquiry: user research, user experience design

and political science.

Sense-making

The material was made sense of through various
methods which helped establish relationships,

themes and gaps.

Connecting

At this point connections could be drawn
between information which had come from dif-

ferent fields.

Synthesis

The research was synthesised into three strate-
gic aims: reach, inform and engage. For exam-
ple, theory about web design for ease of under-

standing was aligned with the goal of ‘inform’.

Creating

From these goals the design outputs were cre-
ated and refined. Each output aimed to fulfil
some or all of the three aims.

Response

The response once the platform was public then
began to feed back in information from users

and commentary from media.

Reflection

The site was evaluated against the three strat-
geic aims. Opportunities for the future have

arisen.
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Practice: Understanding the problem

The first stage of the design thinking
process as defined by IDEO, a consultancy
that specialises in human-centred design,
is ‘hear”. It involves understanding the
problem from different angles and gaining
empathy for those involved before think-
ing about solutions (IDEO, 2009). When
the Masters programme began in February,
[ felt some tension entering the first stage
of the design process with some existing
parameters around what would be pro-
duced. The two main differences to the
existing platform were that this iteration
was specifically to encourage turnout, and
that it was to be aimed at 18-24 year olds. |
deliberately ignored my intended ‘solution’
in my early research to gain understanding
for my target audience, in line with HCD
process.

Voter Motivation Theories

Expert opinions and prior research form
one aspect of understanding the situation,
and complement direct user research (IDEO
& Acumen, 2013). I began my research by
looking at what was already known about
the problem.

In 2008, qualitative research conducted by
the Electoral Commission found that for
many young non-voters the elections “were
not on my wavelength” (Dinsdale, n.d., para.
10). This suggests that what information
was around was failing to engage, in both
perceived relevance and in where it was
appearing. In the subsequent Electoral
Commission survey of the 2011 election,
the most common reason given by youth
for non voting was ‘couldn’t work out who
to vote for. When combined with ‘did not
know the candidates’ and ‘did not know
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enough about the policies’, this lack of
information makes up 24% of non-voters
(Colmar Brunton, 2012). The 2012 General
Social Survey paints a slightly different
picture: “21 percent of non-voters said they
did not vote in the 2011 General Election
because they ‘didn’t get round to it, forgot
or were not interested’ to vote” (Statis-
tics NZ, para. 8). This suggests that while
supplying information is important, any
interventions need to go further to create
interest and engagement in youth.

Theories from the field of political science
offer multiple explanations for non-voting.
“One strong predictor of levels of participa-
tion is efficacy, which refers to an individu-
al’s perception of their ability to know what
is going on, be heard and make a difference
politically” (Catt, 2005, p. 1). Catt, a former
New Zealand Chief Executive of the Elec-
toral Commission, distinguishes between
internal and external efficacy. Internal ef-
ficacy is connected to how interesting and
relevant people find politics, and external
efficacy relates to trust in government and
the responsiveness of politicians and politi-
cal systems (Catt, 2005).

The concept of efficacy reveals several
points at which interventions could be
aimed to increase participation, and it
underpinned the strategies which framed
the design output. Facilitating dialogue
between people and politicians creates
opportunities for people to experience
political participation on their own terms;
which could increase relevance and build
confidence in their ability to be heard. In
addition, it reinforces a sense of external ef-
ficacy by demonstrating the responsiveness
of the candidates through their answers.



An associated concept is political engage-
ment, which includes the three facets of
political trust, political knowledge and po-
litical participation (Vaishnav and Ferreira,
2011). Another is mobilisation theory. The
key proponents of this theory, Rosenstone
and Hansen, argue that “people participate
in electoral politics because someone en-
courages them to take part” (1993, p. 161).
This theory draws the connection between
falling party memberships and turnout
decline (Sheerin, 2007, p. 19). Without
grassroots mobilisation of members, people
are not invited to join in. While this mo-
bilisation role was previously played by
political parties, there is an argument that
this would be an appropriate role for non-
partisan third parties to play, whether that
be electoral authorities, non-government-
organisations or academic institutions.

Social norms are a related concept, where
pressure is created by society to vote.
Swedish research showed that “people are
strongly influenced by a social norm say-
ing that it is an obligation to vote”, and are
more likely to vote when messages suggest
turnout will be high — ‘everyone else is
doing it so you should too’ (Carlsson and
Johansson-Stenman, 2009, p.1). It follows
that prior to Election Day, making political
engagement by youth more visible to their
peers would reinforce this social norm.

Most systems of government were de-
veloped in the 19th Century. Since then
there have been radical improvements in
information and communication technolo-
gies and uses that may have rendered the
traditional Westminster system out of date.
A post-materialist critique of traditional
political institutions suggests that citizens

Trust

Knowledge

Figure 9. Vaishnav and Ferreira’s facet's of Political

Engagement. 2011.

have found alternative ways to participate
that better reflect their values and con-
cerns, reflected in rising levels of people en-
gaging in activities such as product boycotts
or demonstrations (Sheerin, 2007). The
rise in online activism, or ‘clicktivism’, as
part of these alternative forms of participa-
tion demonstrates there is an opportunity
for digital interventions in the democratic
realm.

User research

Alongside academic research, primary
research was conducted with target us-

ers to uncover insights and gain empathy.
Eleven workshop style interviews were
conducted which included one or all of the
following three exercises. Peers in Welling-
ton were asked to take part since they were
within the target age group, and three more
interviews were conducted in Lower Hutt
to widen the diversity of the sample. For a
table of participant demographics, see Ap-
pendix Five.

Participation
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Timelines

The main part of the user research com-
prised of a set of timelines created by
participants during individual or pair work-
shops (Appendix Three). These mapped
their thoughts, feelings and actions leading
up to an election. In their work on genera-
tive design, Stappers and Saunders propose
that research activities where participants
create artefacts can help uncover tacit and
latent knowledge (2013). This exercise also
provided insight into the language used, the
attitudes and behaviours of youth around
elections.

Figure 10. Summary of user timelines approaching
the election. Each colour represents a individual, each
emoticon shows how they were feeling at that point
in time.

From these eight timelines, four themes
emerged. These were uncovered by review-
ing notes and recordings of the workshops,
and clumping comments into similar
groups, a process known as affinity map-
ping (Usability Net, 2006).

The first and strongest negative reaction
from participants was concerned with the
media. There was a feeling that the media
changes its focus; “the news changes...
suddenly a story about a corrupt politi-
cian becomes a whole lot bigger because
it’s election year”. There was a feeling that
personal elements become over inflated, “I

More

interested

Less 6 months 2 weeks 3 days On the Election 2 weeks
interested before before before day night after

Bored Interested, entertained Hopeful, thoughtful Nervous Excited, passionate  Frustrated, annoyed
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think some of the human drama is part of
what puts me off about politics. You know,
who said that and who said this, mean-
while, who's actually running the country?”.
On top of this, the sheer volume of coverage
meant:

‘| will get confused and

over it... it's overwhelming”.

The second theme was a feeling of guilt
about the prospect of not taking part.
While I found some participants who self-
identified as uninterested in politics, they
were still definitely intending on voting.
This ‘civic guilt’ seemed to be a part of their
motivation to vote — when they admit-

ted a lack of interest it was apologetically.
‘Should’ came up often — “you should vote,
it’s your civic responsibility”, “your one
inroads to democratic process”. The surveys
I conducted when evaluating the project
(Appendix Nine) also confirmed that an
individual can have low levels of interest
and perceived relevance but high likeliness
to vote, which [ suspect comes from this
sense of duty. This finding is backed up in
Sheerin’s work which found that low levels
of internal efficacy do not translate directly
into non-voting (2007).

According to Carlsson and Johansson-
Stenman, this sense of civic responsibility is
closely connected with social pressure from
friends and family, which emphasises the
importance of spreading the social norm of
voting (2009, p.1).

The third negative theme was that we have
an unattractive political scene in New
Zealand.

This related to both individual politicians
— “this guy would be scary if he gets in”;

to parties — “I'm unenthused about the
options”; to the system — “it’s a pretty ugly
industry”. One participant summed it up
succinctly: “Oh yeah, the election’s shit”.

The final point I gathered from these work-
shops was a feeling that nothing would
change in this election.

“The way it’s sitting at the moment, or

the way they’ve [the media] painted it —
what’s the point?”.

“Either they'll change
the government or they

won't and it'll go on pret-
ty much as usual”.

One participant who was helping with a
campaign asked herself “Should I be putting
my energy somewhere else?”. This supports
the theory of post material political partici-
pation, where youth view traditional politi-
cal engagement as ineffective and often
practise alternative forms of civic engage-
ment outside of voting (Donald, 2010).

As well as attitudes, this process helped me
gain some insight into the social behaviours
around the election, and also into what
media platforms they would use to access
information. For example, one participant
said “Facebook was really good, I knew that
if  wanted to find out what was going on
[with the election] [ wouldn’t go to a news
site, I'd go straight to Facebook”.
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Personas

A persona is “a fictional individual repre-
senting characteristics of the target group”
(Stappers and Saunders, 2013, p. 302). They
can be used as tools to help think about seg-
ments of a target audience. For this part of
the project I created a number of personas
based on cats (see Figures 11-14). The cat
personas were informed by both the early
timeline activity and previous research
commissioned by the Electoral Commis-
sion in 2007 that identified five segments

of non-voters, ‘Politically Absent’, ‘Living for
the Weekend’, ‘Distrustful and Disillusioned’,
‘Tentative Triers’ and ‘Confident and Con-
vinced’ (Dinsdale, n.d., para. 5). Photos were
chosen of cats which displayed body lan-
guage associated with the different personas
- for example, the image of “Upstanding Cat”
is a cat sitting upright, whereas “Uninterest-
ed cat” is slumped backwards, reminiscent
of a passive television watcher.

Using cats as a discussion point with re-
search participants was a good way of
checking my assumptions about the target
audience. The use of animals meant that
demographics like age, gender and race were
left out of the mix and discussion could focus
on attitudes and behaviours. Participants
identified with the personas, and could

fit themselves and their peers into one or
several of the categories; “Oh yeah, I'm a bit
of a mix between Upstanding and Uncertain
Cats”.

The personas were especially effective in
prompting discussion about what motiva-
tions different people would have for using
the site.
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For example, a particularly useful
insight was that Upstanding and
Uncertain Cats would be looking for

different information on the site.

Upstanding Cats would be quite clear about
the issues they cared about, and would
look for questions about those. Uncertain
would want to know what the issues were
that they ‘should’ know about — the things
that everyone else considered important.
Participants thought for this reason that
the Uncertain Cat would want an overview
of “what’s trending right now” so that they
would not look uninformed — “it’s a Top
40, if politics was a Top 40"

There was also recognition that Uncertain
Cats are often wary of people trying to con-
vince them. One participant talked about
being influenced by a passionate flatmate
in the previous election and then realising
he did not agree personally. For this reason,
strongly worded or heavily partisan ques-
tions might be off putting to this group.

These four personas are not a complete

set; I asked participants “Who is missing?”
and each group had a different response, or
recognised segments within one persona.
The Cynical Cat (or “apathetic evangelist”
according to one participant) is an active
non-voter who does not buy into the sys-
tem, and the Evangelist Cat can be divided
into “political hacks” and “issues based ac-
tivists”. Deliberately not being exhaustive in
my options left room for participants to ‘fill
in the blanks’ and contribute their insights.



. Evangelist Cat
Engaged in issues outside of election time

Probably has a specific cause or issue they're pas-
sionate about

Might be encouraging everyone to get involved

Is looking for tools to further their agenda

3. Uncertain Cat

Could be a first time voter — unfamiliar with the
process

They might not decide whether or not to vote
until late in the game

Will take opportunities not to vote (like other
commitments)

Finds politics confusing and doesn’t want to look
dumb

Might have a vague feeling that they ‘should’ vote
Will vote if someone asks them to or makes it
easy

2. Upstanding Cat

Will vote unless something gets in the way
Probably votes with family and friends

Might be aligned to a particular party based on
family or peer’s values

Feels comfortable with the process of voting
Doesn't usually follow politics but will read up
around election time

Might not want to get into a very heated discus-
sion around politics

4. Uninterested Cat

Thinks politics are irrelevant

Doesn't notice election or political news or adver-
tising

Doesn't think they have a role to play

Doesn't relate to politicians or the issues they talk
about

Thinks politics is a boring topic

Clockwise from top: Figure 11. Grey kitten excited. (n.d.). Figure 12. Alvesgaspar. (2010) Brown tabby cat. Figure 13. Lazy cat
bored. (n.d.). Figure 14. Timid cat. (n.d.).
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Card sort

This was an exercise to inform the catego-
ries the questions would be sorted into on
the site. Participants were asked to sort
fifty cards with names of policy areas or
ministries into about twelve groups (Figure
5). Although categories never ended up
being implemented on the site, this gave
me a valuable empathy for my audience. I
knew in theory that it was important to use
language the target audience would relate
to (IDEO & Acumen, 2013), but this experi-
ence took me from just knowing about to
committing to the idea.

Finding people to interview who were not
likely to vote to interview was a challenge
for me. After conducting the first three
workshops, [ had been gaining useful in-
formation, but so far it was similar to what
[ would have assumed myself. So, I asked
Secret Level, a youth space in Lower Hutt,
whether I could come out and interview
some young people visiting their space.

[ took the sorting cards to create some cat-
egories for the subject areas, and sat down
with a couple of girls. I told them what I
was working on, and spread the cards out
on the table. As soon as they saw the cards,

Figure 15. Categories grouped by participants.

their body language changed. They leant back
in their chairs and started looking away.

Seeing the words “State
Owned Enterprises” trig-
gers a strong “not for
me” message in some
people’s minds.

I changed tack, and asked the hip-hop group
who had come in to practise what their top
three most important topics would be. One
said youth would only be interested in Food
and Sports and Recreation. I asked whether
Arts, Culture and Heritage might be similar
to Sports and Recreation (since he was in a
dance group). He replied “Most of the arts
wouldn’t be what’s under that, they’d be
talking about art galleries... youth would be
more into graffiti and tagging”. So, to state
the obvious, if there was an “Arts, Culture and
Heritage” category on Ask Away (the name
of the ministry), it would clearly tell these
young people that it did not include them, or
the things they are interested in.
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Practice: Developing a solution

Strategy

Once a good level of insight into the atti-
tudes and behaviour of this audience had
been gained, a project strategy was struc-
tured around three persuasive strategies: to
reach, inform and engage.

Aim One: Reach

Qualitative research conducted by the
Electoral Commission found that for many
young non-voters the elections “were not
on my wavelength”, (Dinsdale, 2007, para.
10) so the project should bring political
discussion into the spaces young people
already inhabit online.

Goal: Content will be delivered to the target
audience via the channels of information
they are already using, be those real life
social networks, social media, or traditional
media (e.g. it will show up on their Face-
book feed, or in discussion with friends).

Outcome: People who would not otherwise
seek out this material will be exposed to it,
which will raise their awareness about the
election and the candidates. The use of so-
cial channels will also help to create social
pressure to get involved (Kiderra, 2012).

Aim Two: Inform

If political efficacy is in part defined by an
individual’s ability to understand politics,
then making it as easy as possible to ac-
quire that understanding is crucial. Lack of
information about the candidates and the
policies put together formed the largest fac-
tor (34%) of the reasons given by youth for
why they did not vote in the 2011 general
election (Colmar Brunton, 2012).

However, best practice information and UX
design can go a long way towards making
information digestible and engaging, and
to making sure that the users can easily
find (or are delivered) the content that is
relevant to them (Nielson, 1995).

Goal: The site’s users will be able to eas-
ily understand and digest the information
presented on the site.

Outcome: Ease of understanding should
increase both the user’s political knowledge
and their confidence in that knowledge,
which will directly contribute to their sense
of political efficacy (Catt, 2005).

Aim Three: Engage

At this point, user experience design offers
tools for the creation of political efficacy.
To develop a meaningful relationship with
the idea of elections, the experience of us-
ing the application must be personalised.
This includes tactics to make sure users are
served information that is highly relevant
to their own concerns or those of others in
their social groups. It also means they are
given a role to play in the functioning of the
site. The more valued they feel their role

is, the more likely they are to continue to
contribute to the online community (Masli
and Terveen, 2012).

Goals:
e Information will be relevant to users
and their communities
e Users will feel that they are able to help
decide what is important
e Users will feel that their voice matters
and is being counted
e Users will feel like part of a community
of interested people
23



Outcome: These combined elements of en-
gagement will reinforce users’ perceptions
of their ability to participate in political
discourse and process. The responses from
candidates or party representatives should
also make a valuable contribution to users’
perceptions of external efficacy in relation
to the responsiveness of politicians and
candidates (Catt, 2005).
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User stories

In Agile development, user stories are “a
reminder to have a conversation with your
customer” — high level tasks written from

a users point of view (Agile Modelling, n.d.,
para 2). The process of writing these stories is
where the insights from users are translated
into the features of the site, and the develop-
ment pipeline is built from these blocks. These
stories were written collaboratively with Jon
Lemmon, using the template “As a <type of
user>, | want <some goal> so that <some rea-
son>". This meant every feature built on the
site mapped directly to specific user need.

The three strategic aims were reframed into a
user perspective, and potential features ideas
were generated based on these.

Aim One: Reach

I need content to come to me.

Aim Two: Inform

I need information that is easy to understand.
Aim Three: Engage

I need it to be relevant to me, I need to know
my voice matters and that everyone is doing
this.

Each of these aims produced user stories,
which were then grouped, prioritised and
shared with the development team (Figures
16 and 17). A lot of work was put into devel-
oping and maintaining this project plan by
Jon, and it was what enabled other developers
to easily pick up tasks and make meaningful
contributions.

For example:

Sorting algorithm — top content

As a new visitor, I want to see the most voted
for content first so that I don’t have to spend a
long time looking for interesting and relevant
content



Sorting algorithm — new content

As a returning visitor, I want to see new
content on a daily basis so that I can see
more stuff that people care about.

Not all of the stories ended up in the
platform, because it was developed incre-
mentally. This meant making one minimum
viable product (the smallest set of features
it needed to function) and then adding to it
rather than doing it all in one go. This style
of development meant that we remained
flexible about what could be built and new
features could be added as new needs
arose. For example, after launch, user feed-
back was that a ‘recently answered’ view
would be useful, so it was added.

Because some of the developers were work-
ing remotely, it was important that every-
one had online access to the planning board
(Figure 17). Design mock-ups were added
to the stories as they were built, meaning
the design didn’t need to be finalised before
starting development.

Wireframes

Wireframes are basic representations of
the user interface of a website. They are
often deliberately low fidelity, and use
limited colours, fonts and images (Usability.
gov, n.d.). This allows designers to explore
multiple possible layouts, without spending
time on visual refinement.

The user stories informed rough wireframes
(Figure 18), which were developed into
higher fidelity mock-ups that guided the
developers.
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Figure 17. The development task list. Screen capture from

Pivotal Tracker.

FEATURED QUESTION

;s What are your thoughts on the proposed oil drilling in the
w Pegasus Basin, off the coast of Wellington?

asked 2 doys ogo by Stephen Parry - 12 comments - Share

11 answers
Jinny Gorrison (National): Although not a WCC Issue, I'm not comfortable with this and feel
there are many threats around this for Wellington. We need (o make sure our coast is..

Back Wan (Greens): It feels like we haven't advanced from the 20th century, Drilling in the great
Alpine Toultline is , and 1 om tnot p hozards can_ see more

Foddy Rorrisen (Intertnet): Although ot o WCC ssue, I'm not comiortoble with this ond feel there
‘are many threats around this for Wedlington. We need to make sure our coast is protected.

See B more onuwers

TRENDING QUESTIONS m

A& Whet is your stance on the TPPA? Why are everydoy New Zealander's rights

Figure 18. An early wireframe of the home page. Screen capture from

Balsamiqg (wireframing software).
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User Experience Precedents

At this time, analysis of precedents in
online engagement guided the develop-
ment of the interface. Figure 19 is a ‘devil’s
advocate’ exercise - an exploration of what
the site might look like if it referenced the
design of Buzzfeed, a pop culture site which
is the epitome of attention grabbing - ar-
guably at the cost of credibility and com-
prehension (Appendix One). Exploring an
extreme design meant [ was not censoring
what felt right for the project. Afterwards, I
saw that reaction buttons (shown in yel-
low) might be a valuable feature if toned
down. Though they did not make it through
development, they are still in the future
pipeline for the site.

The design of Reddit, a content sharing site
where users curate content by up or down-
voting it, was also a key design reference

The Platform

Ask Away is a question and answer platform,
the primary feature of which is a essentially
a long list of the public’s questions. Visitors
to the site can endorse questions by up-
voting them, making them more likely to be
answered. They also had the option of shar-
ing questions via Facebook or Twitter.

The page which visitors to the site land on
shows a list of ‘trending’ questions, sorted
by an algorithm. This pushes questions up
the list as they gain votes, and drops them
down over time, presenting a dynamic

feed of recent popular questions. As well

as searching by keyword, visitors can sort
the list of questions by newest’, ‘recently
answered’ and ‘most popular’ (questions
with the most votes). Clicking on a question
reveals any answers to that question from
candidates inline (Figure 20), and users can
click through to another page to comment

(see Appendix One). on a question and its answers.
AskAway Figure 19.
Buzzfeed Inspired
TRENDING NEW WTF?  LOL Bxploratory Design

o

Will you change the anti smacking law??I smack
my kids and they're FINE, why cant I smack my
children out of love if that's how I believe how it
should be done?

ShazzaB

ey

F E

e h
oy

We firmly support the ammendments to Section 59 and have no plans
of changing it. Technical jargon, reasonable force, 1976 act which in
fact jargon reveals the 45.5, which 3% of parents encounter.

Wt

34,654 Votes

Your reaction?

2
ot W P
87 23 4

Comments

- YEAH XX Shazza you tell them, bitch trying to tell us how to

23 Stéps To Becoming A Stand Up
Paddleboard Yoga Goddess

&/

Someone Is FINALLY- Making A Movie
About Drop Bears

37 Pictures That Prove Australia Is The
Crazinat
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Figure 20. The Ask Away platform homepage. Screen capture from Askaway.org.nz

| £ Ask NZ's parties your que

Login

Welt;ome to Ask Away

Ask the parties yourquestions this election

Trending MNewest Ar - Most Votes

&t
7 H
& 2008 election promise? Will any of the parties bring it back?

p, Dog & Wolt the agx - fw 1
FFW YN

ﬂ ‘Would you consider a moratorium on all new colony caged egg
production sites?

Do you believe prisoners should be given the democratic right to vota?

LRSS DoHeL &

If you were to become the prime minister, would you change the GCSB bill
and the relationship between NZ & USA 7 If so what would you change

et by Ban Jarvie 5 mont stz fw
= n (= [+
6 ale &ﬂ e & . /B &

‘What will you do to ensure wealthy owners of bankrupt companies pay
back the people their company owes money to?

Sy 3 s« f W

Figure 21. A question expanded to reveal answers. Screen capture from Askaway.org.nz.
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| - @ @ https:/ [nzelection.askaway.org.nz/ most_votes

Login

Is it time to stop measuring progress by GDP and start to think about
national well-being instead?

r:‘;" What are you going to do to reduce the horrendous amount of domestic
~a’ violence and child abuse in NZ?

oo g Bl B Ty W, &

™ Do you believe prisoners should be given the democratic right to vota?
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Candidates from the parties were provided
with links to create special accounts that
allowed them to answer questions on the
site. Each party has a page showing who its
representatives are, and each representa-
tive has a page showing their picture and
all of the questions they have answered
(Figure 22). Each member of the public
who created an account and asked a ques-
tion also has a page showing all the ques-
tions they have asked.

Interface design

The interface or user experience design of
the platform was a collaboration that began
with my user research and ended with Jon's
detailed refinement. The design prioritises
content; users are greeted when they arrive
at the site, then are shown the ‘trending’
questions and answers.

As one of the core mis-
sions of the site was to
make it easier for young
people to be engaged,
the site itself needed to

be easy to use.

“The total cognitive load, or amount of
mental processing power needed to use
your site, affects how easily users find
content and complete tasks” (Whitenton
2013, para. 1). The Nielson Norman Group’s
usability guidelines suggest building on
existing mental models so that users do

not have to learn their way around a new
interface (Whitenton 2013). Given our
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wile "RilLA
Bill English

National Party

Answers

How will you create a tax system that creates a fairer spread of income and wealth?

-~

Under our tax system the biggest contribution of tax is made by those an higher incomes. This year the
top 12% of income earners are expected to pay 51% of total income tax. Many low-income families will
receive more in state support than they pay in tax. We will aim to further reduce income tax for low &
middle-income earners as conditions allow.

5 months ago

Is it time to stop measuring progress by GDP and start to think about national well-being instead?
GDP is an internationally-comparable index providing the broadest measure of economic growth.
Aspects of “national wellbeing” are also captured in other measures and we consider them all.

& months ago

Figure 22. Bill English’s page (Deputy Prime Minister, Minister of Finance

and Minister of Infrastructure) on Askaway.org.nz. Screen capture.

youthful target audience, we used social
media sites Twitter and Facebook as refer-
ence points for the interface design, right
down to the use of Helvetica font family.
Not only did this provide them with a sense
of familiarity, it also provided cues about
the types of interactions hosted on the site.
In particular, many people commented on
the format’s similarity to Twitter, mean-
ing the behaviour expected was familiar

to many users. The up voting arrow was
also inspired by Facebook’s Like button.

In the previous iteration the site directly
embedded Like buttons and used them as
proxy vote counters, though these were
removed in place of up arrows. The concept
of adding personal approval to something
in this way is akin to signing a petition, and
although some are derisive of the low com-
mitment required of this kind of activity
(Rotman et. al, 2011), I argue that one click
participation is a valuable stepping stone to
further engagement.

Other steps to reduce cognitive load includ-
ed a typographic hierarchy that prioritised
user content over background information



such as dates and share buttons, and use
of conventions like hover states to indi-
cate clickable content, and placement of
the login button and search bar in the top
navigation bar.

The interaction was also designed to be as
intuitive as possible, so that users could
have an uninterrupted journey through the
content. Infinite scrolling means users can
read large number of questions quickly,
and the answers are visible when clicked,
balancing ease of access with limiting the
content to that which the user is interested
in. Although it was tempting to create a
large landing page with a description of
how the site worked, we aimed instead for
it to be self-explanatory, with a ‘How does it
work’ button available if needed.

Both profile pictures and party logos are
used to identify the candidates answering
the questions, in order to convey at a glance
who is participating, while also putting a
face on the direct, personal nature of the
interaction (Figure 24).

Responsive and cross browser design
To make politics more accessible, the site
needed to be available on any platform, so
it was fully responsive, meaning it could be
viewed on phones and tablets, and across a
range of browsers (Figure 23).

Technical Frameworks

Open source web development frameworks
were used to cut down on development
time. Rather than building every element

FETLYS v

B you wors o become the prime minister, would you

Figure 23. Ask Away on mobile. Screen capture from

Askaway.org.nz.

from scratch, these frameworks provided
many of the pieces needed to put the ap-
plication together. Ruby on Rails is a web
application (or back-end) framework
written in the programming language
Ruby. Its components involve infrastruc-
ture like databases, mailers for automating
emails, user accounts and logins. Angular]S
is another ‘back-end’ framework which
uses Javascript and handles the in page
interaction - for example, expanding and
collapsing the answers within the list of
questions. Bootstrap is a ‘front-end’ frame-
work built by Twitter, it supplies elements
for the presentation of the website such

as grids, typography settings and a default
navigation bar.

Figure 24. Detail view of the answers preview on a question. Screen capture from Askaway.org.nz
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806 ) New Tab

C |

Ask Away - NZ General Election 2014

) AND SO

Needs your answer (1)

L7

763
Sue Bradford votes
Mana Party
Spokesperson for Housing
Your party authorisation statement:
Authorised by John Field of 345
Garret St, Wellington.
Edit ot
Your candidate authorisation
statement:
You won't need to add this unless 323
your answer is promoting yourself votes
as a candiate (eg in an electorate
based question).

134

votes

Add a candidate statement

Figure 25. Original design of the Candidate’s dashboard

Using these frameworks meant a working
prototype of the site could be built quickly
and then adapted. An additional advantage
of Bootstrap is that because it is widely
used in contemporary web design, its user
interface patterns (for example the top
navigation bar) would be familiar to many
users.

Signing up candidates

One of the biggest challenges for the site
was making sure that there was enough
contribution from the candidates, and it
turned out to be one of its biggest success-
es, with over a thousand answers from sixty
different candidates. Several strategies
were used to make this happen.

The site aimed to be user centred, and
while we tested on our primary audience
of 18-24 year olds throughout (Appendix
Four), it was much harder to test it on
party representatives. To overcome this,
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Jan Knowles: How are you planning to improve state
housing in New Zealand?

33 hrs left to answer, 7 answers from other parties

See other answers Answer

her top questions for you (3)

Hiria Jackson: How will you make it easier for Kiwi first time
home buyers?
4 answers from other parties

William Fosset: Will you continue with programs to make
homes healthier and drier?
1 answer from other parties

we thought carefully about the experience
from the point of view of someone answer-
ing on behalf of a party and modelled their
user journeys. [ also met with communica-
tions staff from two parties and ran through
the workflow with them to check for issues.

Initial designs had a separate dashboard for
representatives, with a list of questions to
be answered, which used the mental model
of an email inbox to be cleared (Figure 25).
We changed this design to use a model
more like Twitter, where, once logged in,
the candidate could interact on the same
interface as any other user. This changed
the dynamic, from ‘chores to be done’ to
‘conversations to join in. We wanted to
reward the reps for answering, and decided
that seeing their answer appear on the page
immediately was the positive feedback they
needed. We also added in a “Great answer,
why not share it?’ flash alert that appeared
after they had posted their reply. Feedback
is an important principle of user experience



design, the Hook model developed by Nir
Eyal outlines how positive feedback re-
ceived immediately after an action releases
dopamine in the brain, and can form strong
user habits through repetition (Eyal, 2014).

The Hook model in practice:

Trigger: Email reminder. Some candidates
also set the page as the landing page on
their campaign computer to remind them-
selves (Adern, personal communication,
February 14" 2015).

Action: Follow the link in email and answer
question on site.

Variable reward: Flash message saying
thank you, answer appearing on the page
alongside others, possible Tweet acknowl-
edging answers, possible media coverage.

Investment: The building of a profile page
and reputation for engaging.

There was an assumption it would be nec-
essary to get the parties to commit to con-
ditions of participation, initially answering
one question a day per party, and that there
would need to be a complicated automated
system for assigning the questions to their
correct spokespeople. However, the rules
were kept flexible by not being written

into the code, and were enforced by social
pressure instead. The ‘low ball’ technique
from behavioural psychology also informed
the thinking here — people are more likely
to agree to a larger request later if they
have already agreed to a smaller request
beforehand (Heath, 2010). So it was better
to invite candidates to take part without a
minimum contribution, then follow up later
if more regular answers were needed.

Trigger Action

External

Internal

s

Variable

Investment Reward

Figure 26. Eyal. 2014. The Hook Model. Diagram.

We also realised that most representatives
would know which topics were under their
domain, so put aside categories and simply
instructed them to answer the questions
about their policy areas. The timing of

the request was also important, members
of online communities are more likely to
participate when their contributions are
unique and valued (Masli & Terveen, 2012),
so | sent emails to specific party members
letting them know when there was a popu-
lar question in their area that they could
answer (Appendix Seven). This flexible
structure meant there was room for enthu-
siastic contributors to give a lot of answers
(sometimes up to twenty a day), and that
those who were unresponsive were re-
placed.

Following the marketing heuristic that a
target audience needs to be exposed to a
brand three times before they’ll notice it
(Neilson Media, n.d.), [ used multiple chan-
nels to raise awareness, including getting
party staff to send out a heads up, directly
emailing and tweeting to candidates, asking
youth party wings to encourage their can-
didates to take part and introducing myself
at debates and events. Persistence was an
extremely important part of the strategy. 31



Finally, we made it very obvious to a user
scrolling through the questions who had
answered, and in what order. This created
political FOMO (fear of missing out) and
was commented on regularly by users (C
Robinson, personal communication, May
13,2014).

Algorithm

The algorithm controlled the order of the
‘Trending’ questions on the homepage of
the site. This was a balancing act between
two user needs — ‘as a first time user, |
want to see the best content first’ (best,
democratically, was defined as the content
with the most votes). The other need was
‘as a returning user, | want to be able to see
new content quickly’. ‘“Trending’ combines
the two, as questions are up voted they rise
up the list, and they ‘decay’ and sink down
the list as time passes, making room for
fresh questions.

The other consideration was the users’
sense of agency. The goal here was to make
sure users felt like they had a chance to be
heard — that a question had a reasonable
chance of being answered, and that a single
vote had an impact on those chances. This
was a balance that could not be found by
guessing, so the algorithm was built so that
it could be easily adjusted. We found that
the spike in visitors around launch cre-
ated a shelf — the questions above the fold
(visible without scrolling down the page)
amassed about a hundred votes each, but
these numbers dropped off steeply in the
questions below. We adjusted for this by
accelerating the rate of decay, which we
adjusted several more times throughout the
campaign to keep things flowing.

The control of this algorithm raised some
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ethical questions, because it essentially
gave us an element of control over which
questions were going to get answered.
There was a tension between creating an
unmediated forum between people and
politicians and making something engag-
ing. One party even suggested to us that we
might want to adjust the algorithm because
too many questions from one user were be-
ing up voted. Ideally, the system would have
kept us from having that influence, but it
made the user experience much better that
we did.

Visual design and typography
To combat the perception by youth that pol-
itics is irrelevant and uninteresting (Shea &
Green, 2007), the visuals of the site needed
to make youth feel welcome and as though
this site was ‘for me’, without being pat-
ronising. The logo uses hand-drawn letters
inspired by an album cover from alternative
hip hop artists Jneiro Jarel and MF Doom.

This friendliness is balanced by a clean,
minimal design that allowed the content

to come to the fore. The headings use Lato,
an open source humanist sans serif, and
the body copy is Helvetica Neue, partly to
replicate Twitter. The colours needed to be
politically neutral, as well as functional ac-
cents within the site. An orangey peach and
yellow green were chosen as youthful and
dynamic. A black and white photograph in
the background shows a crowd scene from
the Newtown festival, which to me repre-
sents a highlight in community and civic
participation in Wellington, adding interest
while keeping the colour palette restricted
to functional use. The photograph, which
features young people, is another way of
signalling to youth that this site is intended
for them.
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Figure 27. J Doom. 2012. Album cover.
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Figure 28. Ask Away logo.

Figure 29. Facebook cover photo for Ask Away page.
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Tone

Getting the tone of the messaging right was
important to encourage youth to engage
with the site. New Zealand's official elec-
toral mascot, the Orange Guy, adopts an ex-
tremely approachable tone, but was viewed
as unsophisticated by my research partici-
pants. Youth voter campaigns overseas and
in New Zealand took a more passionate
tone, with campaign names like Bite the
Ballot in the United Kingdom, Rock the Vote
in the United States and RockEnrol in New
Zealand. Because the user research sug-
gested that passionate language put people
on guard, Ask Away is positioned not as a
campaign, but a platform, gently encourag-
ing people to ‘ask away".

Communications plan

A communications plan was developed to
clarify the value propositions the site had
for its different audiences and stakeholders.
Recognising that not all stakeholders and
audiences wanted the same thing from the
site was important, and defining and com-
municating the value these diverse groups
would get from the site was central to get-
ting them on board with it. With the

Y A
» Not sure whoto v




overarching goal of increasing youth politi-
cal engagement, it would be easy to come
up with a central proposition such as “get
involved!” — but this would not have com-
municated any value to that young audi-
ence. The persona work early on was es-
pecially helpful in defining what segments
within this group would actually want.

Disengaged and uncertain youth

The social media campaign was the core of
the outreach to youth, and the key objective
was that young people could see them-
selves within Ask Away, and feel that the
content was relevant to them. The value
proposition for this audience was “an easy
way to find out what the parties think about
the things you care about”. This was con-
densed to “Not sure who to vote for? Ask
Away”, which was the message on the Face-
book website advert, which ran throughout
the campaign.

Youth media were also targeted with this
angle.

Politicians, candidates and parties
The objective here was maximum contribu-
tions of answers, and the value proposition
was “an easy way of engaging with youth”.
‘Easy’ was stressed because it was recog-
nised how busy candidates are during cam-
paigns, so initial invitations were friendly
but to the point. They referenced Massey’s
Design & Democracy Project and the party
secretary’s authorisation, so that it was
obvious the invitation was legitimate and
they did not need to seek approval to take
part (Appendix Six and Seven).

Political commentators

The objective here was to make sure that
content and issues raised on Ask Away were
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considered part of the political conversa-
tion around the election, in the same way
as content from Twitter became reported
on (Edwards, 2014). The message was that
this was an innovative new form of political
engagement, and a chance for an agenda
alternative to the mainstream media cover-
age to have some oxygen.

Mainstream media

Messages targeted at mainstream media
were focussed around a platform ‘for youth
by youth’ and the issue of youth voter turn-
out. These had the objective of spreading
awareness and credibility of the project.

Community and civil society
organisations and networks

The objective for these groups was to drive
the first wave of engaged users to the site.
These users were the ‘Evangelist Cats’,
people who would use the site as a tool for
raising awareness of their cause. There was
a tension here, as they were not the pri-
mary target audience, but would be able to
role model participation to kick things off.
The message for these groups was:

‘Ask Away is an easy way
to get people engaged
and taking part. Itis a
way to make sure the
parties are talking di-
rectly to New Zealand-
ers about the things they

care about’.
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+ O A staggering 31% of our kids are overweight or cbese. What measures will
; ?_3 . Filssen your party introduce to address this shameful statistic?
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Figure 30. A question from the Heart Foundation on Ask Away. Screen capture.
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Figure 31. Jess’s question for the parties. Screen capture from Facebook.

When there was a group championing an Social media campaign

issue or a specific question on the site, they Marketing for the site was almost entirely
got noticeably more votes on questions, through social media. The purpose for this
and more social media reach, which would was to create a social norm around voting by
have been seen by people outside of their giving people a way to engage that was vis-
networks. In the end, roughly half of the ible to their networks.

ten most voted questions of the site were

promoted (although not asked by) vari- The strategy for marketing and communica-
ous organisations, including Climate Vote tions was to amplify user content, and the

campaign, TPPA No Way campaign, Secular main campaign was a series of fifty photos of
NZ and JustSpeak. (mostly) 18-24 year olds, holding a branded
35



chalkboard with their questions for the par-
ties (Figure 31). Using content generated
bu users ensured a diverse range of youth
could see themselves (or people like them)
on the platform. This was an attempt to ad-
dress the issue of the perceived irrelevance
of elections, both by exposing people to an
image of someone they, and by promoting
issues that, being raised by a young people,
were likely to be relevant to other youth.
Using real content also gave the marketing
authenticity, a strategy that was also used
by the Electoral Commission in their infor-
mation campaign (Electoral Commission,
July, 2014).

The photos were gathered from different
locations around the country, meaning that
as a new photo was shared each day a new
person’s social network was exposed to

the site. I visited the Kokiri Ngatahi Maori
student group at Massey and gathered their
questions to make sure rangatahi were
represented. The images were promoted
using Facebook’s promoted posts, mean-
ing they reached a wider audience than

people already connected to the site, and
the captions linked to the Ask Away site.
Interspersed with these photos from the
target audience were photos of musicians
and comedians, also with their questions
for the parties. The most successful of these
was a photo of musician Tiki Taane, which
reached 28,000 people. This image also
sparked a large amount of discussion in
comment threads, which fulfilled the goal of
making political engagement visible. All the
images are in Appendix Fifteen.

These images were also shared on Twitter.
Ask Away’s presence on Twitter was useful
in reaching a different audience. Through
engaging in conversations around the elec-
tion, and live tweeting debates, sharing
election resources and memes, I was able to
establish awareness about the project with
political commentators, which in turn gave
me leverage with the candidates. @AskA-
wayNZ was named one of the NZ Herald’s
“Top 100 Tweeters to Follow this Election’,
helping to give the brand credibility with
both the non-initiated and political insiders
(Edwards, 2014).

Figure 32. Tiki Taane'’s questions for the parties. Screen capture from Facebook analytics.
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Here's Tiki Taane Tikidub Productions with his question for the parties.
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Outcomes

Ask Away was live to the public between the
8th of August and the 20th of September in
2014, the six weeks leading up to New Zea-
land’s General Election. Anyone could make
an account and ask a question which was
open for all the parties to answer. Visitors to
the site could up-vote (endorse) the ques-
tions, without needing to login. Candidates
from the nine largest parliamentary parties
created accounts, logged in and answered on

behalf of their party. Parties who participated

were: National, Labour, Greens, Maori, NZ
First, United Future, ACT, Conservatives, and
Internet MANA. Data was gathered from a
range of sources to test effectiveness.

Within the content generated by users

on the site there were:

1098 questions

1166 answers

621 comments

60 candidate accounts

9 political parties

16,000 votes cast on questions

Common words from questions:
Kids/children/child 70
Health/healthier/healthcare 59
School/s 56

Student/s 54

Education 44

Tax 44

Change 41

Money 42

Job/s 32

Auckland
42%

Wellington
32%

Christchurch
8%

Figure 33. The three main user locations.

The three questions with the most
votes were:

307 votes

What will you do to change New Zealand'’s
climate change policies so that our gross
emissions don’t continue to increase?

266 votes

What is your strategy for tackling grow-
ing economic inequality?

229 votes

What is your stance on the Trans-Pacific
Partnership?

From Google Analytics:

22,000 users

36,000 visits

100,000+ page views
38% of visits to the site came from

returning visitors, and thousands visited
three or more times.
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The top individual candidates for engage-
ment were Tracey Martin from New Zea-
land Fist, with 212 answers, and Damian
Light from United Future, with 198. For
answers by party, see Figure 34.

The most answers given in one day was on
the 3rd of September, when there were 56
answers contributed.

How effective was it at reaching
youth?

The site had a goal of reaching youth in the
online spaces they were already occupy-
ing. The user research indicated that most
young people got their information from
either online news sites, or more often,
Facebook. This goal was fairly successful; it
was shared 345 times on Facebook, which
made up 45% of the people who clicked
through to Ask Away from another site, and
a further 16% came from Twitter. 25.7% of
the visitors came from a mobile or tablet
device, showing that it could be used in a
convenient time and place for users.

Where it was less successful was reaching a
Figure 35. Age breakdown of users.

20% 30.6%

18-24

25-34
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15.6%

Figure 34. Number of answers from parties:

Greens, 438

B Nz First, 212

. United Future, 202

. Labour, 95
Internet MANA, 86

. Maori, 64

I AcT, 36

. National, 29
Conservatives, 4

younger audience. 25-34 year olds were the
most common visitors to the site, making
up 30.6% of visitors, and 18-24 year olds
were next with 20%. However, the largest
group of referral traffic came from 18-24
year olds coming from Facebook (7.32%),
closely followed by 25- 34 yr olds on Face-
book (7.2%). This suggests that the effort
put into targeted marketing to that demo-
graphic did work, but that it was naturally
more appealing to a slightly older bracket.
One reason for this might be the website
was appealing to those who are already
politically engaged, and there are higher
numbers of those in the older age bracket.
This would be consistent with turnout lev-
els in previous elections.

Another tension here was the partnership
with Radio New Zealand. The bulk of their
web viewers are well over the age range
Ask Away was targeting, but collaboration
meant extra mana for the site, and leverage
with the parties. The decision to partner
with RNZ was based on the principle of
inclusiveness: Ask Away was not intending
to create a discussion space exclusive to

13.4% 10.5%

9.8%




young people, but an inclusive space where
youth in particular felt welcome. Embed-
ding content from the site onto the RNZ site
was not going to interfere with this, so we
went ahead.

How effective was it at informing
youth?

The strategies used to make the informa-
tion easier to digest and find were: reduc-
ing cognitive load, limiting answer length,
and information architecture.

“Yay! Can understand il
bit about this politics
game now.”

@eflalau on Twitter

While the content itself was out of our con-
trol, we did everything we could to make it
easier to process. Having an easy to use site
leaves more mental processing power for
the content (Tuch et al, 2012) so the inter-
face design was as intuitive as possible, and
we conducted user testing which resulted
in refining the interactions, particularly up
voting (See the user testing script in Appen-
dix Four).

The length of questions was limited to 140
characters and answers to 350 characters.
This meant that questions could be scrolled
through quickly, meaning users had a better
chance of finding content they found inter-
esting faster. This short answer format was
a challenge for some of the candidates, one
of whom emailed me through three word
documents and a PowerPoint presentation
with the message “I hope this answers your
question”. Of course, this is behaviour that

is learned over time, and with many politi-
cians learning social media skills, this brief,
two-way interaction should come more
naturally over time.

Having answers from multiple parties next
to each other was another part of making
it easier for users to contextualise informa-
tion and make a comparative decision. As
opposed to needing to visit separate party
websites to find party positions, potentially
with very different terms of reference, see-
ing different answers to the same question
meant users could see the difference much
more easily. One user said, “it gave you
more insight into what's going to happen

if you vote for them”, and another “that’s
quite interesting, you can see like how they
all contrast”. There was some criticism that
parties were all essentially promising the
same things, but this is potentially more a
fault of a political environment where the
two major parties are both centrist, some-
thing outside the scope of this brief.

How effective was it at
engaging youth?

Overall, feedback from users was extremely
positive. One user emailed to say

“| think Ask Away is the
best thing to happen to
NZ political participa-
tion since women got the

vote!”

Another user Tweeted, “This is totally bril-
liant ... Anything that gets people engaged
with politics, and gets politicians engaged
with voters concerns, is a good thing.”
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Were young people asking questions? The social media pOStS

The age of visitors to the ‘ask a question’
page on Google Analytics reflects the over-
all site visits, 34.6% of visits were from 25-
34 yr olds, followed by 23.8% from 18-24
year olds, showing that young people were
taking part in the conversation.

What I did find when I was conducting vid-
eo interviews with first time users was that
although people were able to find relevant
information once they had looked for a
little while, it was not immediately obvious.
That first impression would have put many
people off. I asked a young first time user
to talk me through what she was thinking
as she used the site, and she said as she
scrolled: “well I don’t know what carbon
emissions are, TPPA? That means noth-

ing to me”. [ assume that if | had not been
standing there she would have given up at
that point, but she found a question about
domestic violence and child abuse that
caught her attention, and when she clicked
to see the answers there was an “Oh! Cool!”
moment. This same process was echoed
with another user later that day. [ could see
that not understanding the first few ques-
tions was very off-putting and made people
feel defensive.

This was definitely a big challenge for the
site, and an attempt to remedy it was made
through the social media content. With
over fifty different youth photographed in
different cities, at different universities and
events, there was a diverse and authentic
representation of ‘youth issues’, which
hopefully helped increase perceived rele-
vance of election issues (Appendix Fifteen).
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were making visible both
the concerns of young
people and the act of po-

litical engagement and

inquiry.

They created 365,000 impressions on
Facebook, as well as a significant reach on
Twitter, and 8,400 actions, which includes
Likes, Comments, Shares and website clicks,
all measures of online engagement.

Engagement Before and After Survey
A survey was also conducted with a class of
photography students. The aim of this sur-
vey was to have some quantitative measure
of the effectiveness of the site in building
political efficacy and engagement. The sur-
vey was based on one which the Electoral
Commission uses to judge the effects of its
“Kids Vote” programme, where children par-
ticipate in mock elections in schools (Ap-
pendix Twelve). It asks respondents to state
on a scale of 1-4 their opinion. The students
were then asked to visit the site before the
next survey. The table in Figure 36 shows
the change in response after a week. The
survey can be found in Appendix Eight, the
full results in Appendix Nine and the demo-
graphics of respondents in Appendix Five.

While the sample size is small, these results
indicate a consistent increase in engage-
ment in those who visited the site, particu-
larly to the questions ‘is politics interesting?’
and ‘is politics easy to understand?’ The
first survey was conducted on the 11th of



Before and After Engagement Surveys
Two point increase (on a scale of 1-5)
One point increase

No change

One point decrease

Two point decrease

Figure 36. Change in engagement after visiting Ask Away.

Are politics Easytoun-  Doesyour Haveyou
interesting? derstand? vote make a talked to
difference? friends &

family?

Visited AA

Participant 1
Participant 2 -
Participant 3
Participant 4
Participant 5
Participant 6

Participant 7 -

Participant 8

particpant I I

Did not visit AA

How likely are Do you think Are politics
politicians relevant to
care what you you?

say?

you to vote?

particpare 0 I IR
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Participant 13




September and the second on the 18th,
two days before the election, so it is to be
expected that engagement would increase
during this time, but surprisingly, it de-
creases in three out of four participants
who did not visit the site.

I considered whether it was the students
who were more engaged to begin with who
visited the site, and therefore who encoun-
tered greater growth in engagement due
to other activities. If ‘engaged’ is defined as
scoring three or above in four or more of
the seven questions, then Figure 37 shows
the change during the week. Highlighted
are those who became ‘engaged’ between
surveys — showing it was not just those
who were already engaged who visited the
site.

Although the sample size is less than ideal,
this survey provides a framework for evalu-
ation that could be scaled up in the next
iteration of the platform.

The site was also used by some teachers,

and proved an effective resource for young-
er children. One year five teacher said:

“The class really loved
getting responses to their
questions and many of
them went home and
Created their own per-
sonal accounts and

asked further questions.
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Visited AA Engaged before
Participant 1 Y Y
Participant 2 N N
Participant 3 N N
Participant 4 N Y
Participant 5 N Y
Participant 6 N Y
Participant 7 Y Y
Participant 8 Y Y
Participant 9 N Y
Did not visit AA

Participant 10 Y N
Participant 11 N N
Participant 12 N Y
Participant 13 N N

Figure 37. Students who became engaged after a one week period.

[ was very impressed with how much it
opened the level of communication up with
their families as well. At least half of the class
had political discussions with family mem-
bers and had them also get involved in what
they were asking on Ask Away.”

(C Palmer, personal communication, Novem-
ber 12,2014).

An opportunity here would be to reframe the
platform as a tool for students. This would
help solve the issue of people being put off by
questions in inaccessible language. Interna-
tional research found that “The effect of using
participatory methods in civic education

on efficacy and participation was clear: the
more participatory methods used, the greater
the impact.” (Sabatini et al, 1998, p. 51). This
suggests there an interactive tool like Ask
Away would make an excellent social sciences
resource.

Engaged after



Alternatively ELI5 (Explain Like I'm 5) is
a Reddit (see Appendix One) subcategory
where users ask questions that they want
simple, layman’s answers to. Although we
tried to seed this kind of approach on Ask
Away, it could be done more explicitly in
future.

Non-negative media

Something that emerged throughout the
campaign was the potential for Ask Away to
play a role outside of conflict politics. This
theme came through in the initial timeline
interviews I conducted — young people of-
ten expressed how put off they were by the
squabbling and negativity that mainstream
media and political campaigns focus on. I
identified at that point the opportunity to
offer an alternative to this.

This theme was highlighted during the
2014 campaign with the publication of
“Dirty Politics” by Nicky Hager. This book al-
leged that for several years, ‘attack politics’
were being carried out by right wing blog-
gers and coordinated by the National Party.
In this context, negative politics became
not just an unfortunate coincidence of our
political system but a strategic plan. Simon
Lusk, a political consultant, is quoted in the
book explaining the advantages of negative
campaigning. “There are a few basic propo-
sitions with negative campaigning that are
worth knowing about. It lowers turnout,
favours right more than left as the right
continues to turn out, and drives away the
independents.” (Lusk cited in Hager, 2014,
p.18). The main blogger named in the book,
Cameron Slater, blogged about his views on
youth political engagement (and this pro-
ject) in response to an op-ed written by my-
self and Kieran Stowers. His blog was titled

“Healthy, well adjusted young people should not
be interested in politics” (Slater, 2014).

Aside from this, the leaders debates were criti-
cised as “ill moderated shouting matches”
@citizenbomber on Twitter. Jolisa Gracewood
asked “Why are leaders’ debates judged on a
FPP [First Past the Post] scorecard (win! lose!)
In an MMP world (collaboration, consensus,
the greater good)?”. Smaller parties are exclud-
ed altogether, and often complain about the
difficulty of getting coverage (Martin, personal
communication, 2014, Appendix Thirteen).
Under an MMP system where there was only
13% difference between the second and third
largest parties in 2014, it makes little sense for
these presidential style debates to be such a
central part of the coverage.

This political and media environment clearly
had room for an alternative. One user de-
scribed the leader’s debates as “two old men
just bitching at each other”, and in contrast,
another said (about Ask Away) “This is quite
interesting because it gives everyone a fair
chance to say what they want to say.”

Tracey Martin, Deputy Leader of the New Zea-
land First Party, said
“It is widely recognised that to gain traction
inside main stream media one often has to
create a ‘gottcha point... This coupled with
the persistence of the... ‘there are only two
parties’ type of reporting means that

initiatives such as Ask
Away are vital to a truly
MMP environment.”

(Appendix Thirteen)
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PICK AND MIX

On the Fence is an interactive
tool that matches the user with a
party based on their perspective
on different issues. On the Fence

Apps and sites battle for youth vote

GED CANN
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Public profile

The Ask Away platform, alongside On the
Fence, received a large amount of publicity.
9.3% of referral traffic came from either ra-
dionz.co.nz or thewireless.co.nz, and it was
repeatedly profiled on RNZ programmes. It
also featured in a story on TV3 show Camp-
bell Live along with On the Fence, as well as
the Dominion Post, The Wellingtonian, The
Nelson Mail, Design Assembly, Idealog, Bfm,
Radio@ctive, National Business Review, the
NZ Herald and on Campbell Live. It also ap-
peared in student media Salient at Victoria
University and Te Waha Nui at AUT.

Content from the website was also used by
TV One in their story on secular education.
This was interesting, as a group, Secular
NZ, had asked a question on Ask Away,
shared it with their followers and received
answers from the parties. They then used
the answers to formulate a press release
which TV One then ran on their website —
although without acknowledging Ask Away.

This is an example of how this kind of tool
can be used to give airtime to issues that are
otherwise not discussed. In a perfect new
media feedback loop, Matthew Beveridge
then blogged about the article as an exam-
ple of social media influencing mainstream
media (Beveridge, 2014).

What makes Ask Away unique?
There is a proliferation of engagement plat-
forms online, so it was important to make
sure the project was not replicating the
work of others. Ask Away sat alongside the
On the Fence guide tool as a next step, offer-
ing a more specific, in-depth and personal
way to learn more about the parties. The
main difference between Ask Away and simi-
lar international sites (see Appendix One) is
the ability to ask open questions and then
compare a range of answers. This framing is
less antagonistic than posing direct ques-
tions, because it encourages a certain type
of question.

Figure 39. TVNZ. 2014. Campbell Live Feature on On the Fence and Ask Away. Screen capture from TVNZ OnDemand.

Welcome to AzK AWway

Ak Mo g PR Do L0
-

pes!
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When analysing the word frequency in the
questions, ‘how will you’, ‘what is your’ and
‘will your party’ were the top three phrases,
all less confrontational than ‘why did you’
or ‘why won’t you’ questions.

This was important for two groups of
users. Firstly, it made it less likely that

any one party would feel attacked on the
site, encouraging participation across the
spectrum. There was still some negative
questions directed at specific parties, but
these were exceptions to the rule. Secondly,
the user research identified that young
people view politics as an ‘ugly industry’
and are turned off by conflict focussed
media. Framing the discussion in this open
way meant they could see it as a balanced
information source, rather than a place for
opinionated people to attack the parties.
People gave feedback on the quality of the
discussion in the site comments. Comments
were, on the whole, respectful and intel-
ligent, with minimal moderation needed.
It is certainly worth considering which
elements, designed or unintentional, led to
this quality of civic conversation.

The other major difference between Ask
Away and international counterparts is in
site architecture. With a goal of lowering
barriers to entry to political participa-
tion, it was important to get the content
right out on the homepage. AskThem and
OurSay, both require several clicks to get
to any user generated content (Appendix
One). Early research suggested that a news
source was more appealing than an op-
portunity for engagement to most, so, like a
news site, content came first. We wanted to
create a social norm by making the partici-
pation of others visible, so again, signs of
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life (in the form of user generated content)
needed to be front and centre to create the
impression that ‘everyone is doing this".

Lastly, there is also a difference in the
immediacy of the interaction. The other
petition sites take around a month to get
from questions to answers. We wanted the
connection to feel more conversational and
direct, and used social media models to

set expectations around the timeframes of
interactions, getting it down to two or three
days.

Impact on turnout
Finally, is there any evidence that the tide of
youth voter disengagement was stemmed?

Turnout overall rose by 3%, and is sug-
gested to have risen 5-8% amongst 18-24
year olds (Blake-Kelly & Whelan, 2015).
The election was notable for the array of
new youth voter engagement initiatives,
including the Virgin Voter Collective (see
Collaborations, p. 12). The platform undeni-
ably provided a platform for youth voices
and hosted approximately 200 questions
from 18-24 year olds.

Along with an overall rise in turnout, the
two electorates geographically closest to
the project, Rongotai and Wellington Cen-
tral, had turnouts of (enrolled) 18-24 year
olds at 77% and 85% respectively. This is
significantly higher than the national aver-
age for this age group of 62.7% (Electoral
Commission, 2015). While the Auckland
had the highest percentage of visits to the
site, Wellington followed with 30% of visits,
a number disproportionate to its size. This
suggests a local effect of marketing in the
Wellington region.



Reflections

Role of the designer
Interestingly, there was room in this project

for two distinct design roles. The work of the

‘interface designer’ or even the broader ‘user
experience designer’ was primarily done by
Jon Lemmon (also the technical lead).

Jon’s work was visually focussed and in-

volved detailed refinement of placement, bal-
ance and hierarchy of scale. This is very much

in line with the traditional perception of the
master-designer, who uses technical skills
and specialist knowledge to fill an individual
role.

[ worried that [ should be doing more of this,
that as a ‘design project’ this clearly demar-
cated space should be my primary domain.

However, the scope of this project means that

that was neither possible, nor, with the skills
Jon brought to the project, would it have
meant the best outcome.
In their 2006 paper, the UK Design Council
describe a new paradigm, Transformational
Design. This “doesn’t look or feel much like
design in the familiar sense of the word”
(Burns etal,, p. 36).
“A new design discipline is emerg-
ing. It builds on traditional design
skills to address social and eco-
nomic issues. It uses the design
process as a means to enable

a wide range of disciplines and

stakeholders to collaborate.”

In 2015, this is not a controversial concept,
and service designers, design thinkers

and innovation specialists are spreading
throughout organisations. These designers
tend to focus less on designed objects and
more on systems, journeys and experiences,
which makes it harder to describe what it is
they actually do.

[ suggest this process is the same as any
creation process. Material comes in, is
worked, moulded and made sense of, then
goes out. Where design differs from other
non-‘creative’ disciplines is in its open
boundaries. When gathering material, a
political science thesis, a screenshot from
pop culture website Buzzfeed and a hand
drawn timeline from a target user were all
sitting on my desktop alongside each other.
‘Expert’ knowledge is considered alongside
conversations had at parties, posters on the
street and observations of online behaviour.

This flexibility places designers in a differ-
ent position to subject matter specialists.
Rather than perpetuating the authority of
one discourse, designers process a huge va-
riety of information from different sources.
This is what positions them as collabora-
tion enablers - they are equipped to work
in the spaces in-between.

Due to the variety of material coming in,
designers need a large array of tools to
make sense of it. These tools are taught,
borrowed from other disciplines, or invent-
ed. In the first few months of the project I
spent a lot of time processing information.
Mind mapping, user journeys, visual audits,
affinity mapping, personas, Venn diagrams,
conversations and written reflections were
all used to work with the material I was
gathering.
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This work is framing, synthesising, connect-
ing and sense making. The next strength

of the designer is their ability to create
outputs that again, facilitate communica-
tion between different groups. For example,
to translate technical concepts about the
implications of open sourcing the project
for the university’s stakeholders, I created a
diagram using a box metaphor to illustrate
the components of a site (Figure 40). To
communicate to the developers the differ-
ent types of users and their needs, perso-
nas based on four cats synthesised the user
research into relatable personalities. And of
course, the main output, the web applica-
tion, was created to enable communication
between candidates and youth in a mutu-
ally manageable way.

These outputs could be anything. In this
project they included websites, Tweets,
interviews given to reporters, infographics,
emails and flyers. Again, [ argue flexibility
is more valuable to designers in this space
than expertise.

Another skill not to be overlooked here is
manaakitanga, or hospitality. One part of
encouraging participation from stakehold-
ers is making their contribution feel unique
and valued (Masli & Terveen, 2012). When
hosting ‘hack nights’ (collaborative coding
events with volunteers), there was always
food and drink provided. Creating a sense
of momentum and buzz around the pro-
ject was another way of drawing people in,
making it something people wanted to be a
part of.

Finally, this process of data in to data out is
not linear. The flow of material in is con-

stant, as are the phases of sense making
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and communicating. As soon as something
has been sent out, its reception or interac-
tion with its audience becomes more data
in, to be fed through the process again.
Design outputs pass through phases of
design, development and testing, but they
can never be finished objects, because the
people and systems around them are never
static.



Bits of an app
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Figure 40. Diagram to show components of Open Source code.
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Traditional media landscape

Politicians

Commentators

Young people are often left out of
the conversation

Kiwi mums and dads

Ask Away enables direct, two
way communication on young

people’s own terms.
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Future steps and implications

Forms of participation like Ask Away are

a natural progression for our democratic
systems. This thesis argues that if placing
a vote on Election Day is to be desirable
and meaningful, citizens must be invited to
participate in a broader context. By lower-
ing the thresholds to being involved, op-
portunities are created to build political
efficacy: individuals can grow their confi-
dence in their ability to know what’s going
on, be heard and make a difference. At the
same time, a paradigm shift towards open
participation is influencing every aspect of
society, including politics. Ask Away is situ-
ated in this emergent space, where every-
one has a voice, communication goes both
ways and communication is many to many
rather than broadcast from afar.

There is plenty more work that could

be done to develop the tool, particularly
around sustaining user relationships with
the platform over time. I would like to add
email digests for users of answers to ques-
tions they have voted for. More emphasis
on continuing discussions with candidates
beyond the initial answer and inclusion of
representatives from different levels of gov-
ernment outside of election time are also
possible next steps.

There was a tension that has not been
resolved yet between curating accessible
content and language and allowing users an
unmediated forum. The platform was used
beyond its original purpose, and might be
better suited as a youth inclusive rather
than youth specific tool. Alternatively, the
context of the tool could be changed, by
limiting the use of the site to a specific

group.

This will be explored in the next phase of
Ask Away — as a resource for intermedi-
ate age school children. Funding has been
granted by Internet NZ, a “voice for the
internet in New Zealand” (Internet NZ, n.d.)
to develop teacher resources and promote
the resource to schools. This iteration has
a different audience, different set of stake-
holders and collaborators, and will require
different techniques to gather, analyse and
communicate ideas.

There is also interest from the United King-
dom and Australia in running versions of
the platform there, as well as approaching
Presidential Elections in the United States
and Local Body Elections in New Zealand.

Ask Away hosted a unique discussion lead-
ing up to the 2014 General Election, and
raised the visibility of youth participation
both on the site and social media. By con-
necting young people, the wider public,
political candidates, media, commentators,
civil society organisations and software
developers, this work demonstrates how
design processes can be used to facili-

tate collaboration and innovation in the
civic space. It shows how human and user
centred design can be used to define and
deliver value to diverse groups, and finally,
how technology can be used to enable par-
ticipation and engagement.
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Appendix One: Precedents

AskThem
Also an open source project, AskThem G L
allows the public to petition their elected Where people like you
representatives at any level of government. gfgﬂg;ﬁ:;:g:‘aﬁ gt gﬁ}ggﬁcc‘:ﬁrs
It asks for a form of participation that feels
weightier — signing on to a question, which
much reach a threshold to be delivered
to the representative the question is ad- &
dressed to. °

T

Enter City and State, or ZIP code Q

OurSay

OurSay is an Australian platform where
questions can be put to any public figures

or groups, including politicians, celebrities,
councils and companies. Users can vote on

Leaders in the spotlight

You ask tough questions, we maks sure they get answersd

questions, and the winning questions are
answered by video stream.

our

Figure A. AskThem. N.d. AskThem homepage.

Screen capture from Askthem.io.

Figure B. OurSay. N.d. OurSay homepage. Screen

capture from Oursay.org.

Figure C. OurSay. N.d. Forums page. Screen cap-

ture from Oursay.org.

Figure D. On the Fence. 2014. On the Fence m

homepage. Screen capture from Onthefence.co.nz. il e Dt

Figure E. Buzzfeed. N.d. Buzzfeed homepage.

Screen capture from Buzzfeed.com

Figure F. Reddit. (N.d.). Screen capture from Reddit.
com

Figure G. Reddit. (N.d.). Screen capture from Red-

dit.com/r/IAmA/comments/z1c9z/i_am_barack ob
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On the Fence
On the Fence “is a fun web tool that edu-
cates and guides you to find a best match

from New Zealand’s political parties” (On

THE
the Fence, 2014). It was the partner project I ﬂ

to Ask Away within the Design & Democracy

On the Fence helps kiwis get started
on their political journey.

Project, and each site linked to the other.

Get started

Users click through an animated question-

naire and indicate their preferences for
policy positions. On completion, they are
given the three parties which most closely

match their selections. On the Fence was
extremely successful at attracting young

voters, with over 100,000 visitors during BuzzFeeD PRPEPEPEPRPPY
the six weeks prior to polling day. DA | urE . R
-‘l‘liﬂﬁ| W =
Buzzfeed I
_ ,m, VEGEMITE)
Pop culture website. See page 26. Egﬁt?aﬁdclzn?;?r 4 .

@ What Kind ©f Unicarn Are You? Big Stories Fre.sh on the web
WL ARL ALL FRCIN USeCTRNE.

Reddit = » N

S W
8 Coety T .

Reddit is a content sharing site where users i e : mm -

can up-vote content submitted by others. F | i Qs W S Aot

It hosts Ask Me Anything sessions (AMAs) .....,...,....mmm

which are occasionally used by politicians ey G

to connect with people online. Some news

media adopted this format and hosted Q

. . . gl’eddﬁ |hot| mew rising controversial _top _gilded wiki _promated
and A sessions in New Zealand in 2014. il e il b redehta For veur lnantion 02} . TiarsTobol dahulis. | diamsionithis msesaie)

All those moments will be lost in time... like tears... in rain (mur.com)
submitted 11 minutes ago by monad35719 to /r/pics.
comment share

trending subreddits /r/AppleByteMe /r/Retrofuturism /r/nolldaybullsnit /r/snapsterplecs /r/Multcopter 13 comments

" Snoop Dogg came to our high school football game  (.imgur.com)
submitted 2 hours ago by satanmogee to /r/pics
_‘ 289 commants share

That other guy and [ need to poel our resources. (i.imgur.com}
submitted 4 hours ago by Zx0 o /r/funny
358 comments share

Time lapse of a dog growing up. .imgur.com)
submitted § hours ago by ThePeanutBuddha to /r/gifs
" 351 comments share

Finished painting my 1950s tribute to Portal 2 (.imgu.com)
submitted 5 hours ago by Cyberworm360 to /r/gaming
347 comments share

I so pa\e (youtube.com)
U h D submitted 5 hours ago by steven2014 to /r/videos
- - 358 comments share

ﬁl’&dd“ | comments | related other discussions (47)

Iam Barack Dba ma, President of the United States -- AMA  (ser1ama)

submimed 2 years * by Pres-cem:ﬁbar'u o frflAmA

r
Hi, I'm Barack Obama, President of the United States. Ask me anything. Il be taking your questions for half an
hour starting at about 4:30 ET.

Proof it's me: https://twitter.com/BarackObama/status/240903767350968320

Wa'rs runninn early and will net started soon
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Appendix Four: User testing script

Design Q+A — Visitor

1. User begins on home page

a. What do you think this is?

b. Observe actions

c.  Whatare these (list of questions)?
d. What do these numbers mean?

e. What can you do on this page? How do
you do it?

f.  Ask them if there is anything that is
confusing

2. How would you vote for a question?

3. How would you see an answer?

a. What do you expect to see if you click
more?

4. What else can you do?

a. How would you get back to the home-

page?

5. How would you post your own question?
a. What will you expect to happen after
you submit your questions? (what will
you see next, etc.)

6. What content do you want to see? (most

popular, category, answered)
a. can you find it?

7. Is there anything else you want to do on

this site? Does it do what you expect it to?
a. What do you want to know in the
about section?

8. Who do you think this website is for?

9. Show Facebook share of site, see what

they think

Five user testing sessions were carried out
informally with students in the College of
Creative Arts. Participants were shown

the website and asked to think aloud as
they used it. Some students were asked to
imagine they were candidates, as it was not
possible to run sessions with candidates.

Design Q+A — Candidate

1. Candidate begins in email and clicks link
to question
a. Observe actions
2. What do you want to do now?
3. Go to home page
a. What are these (list of questions)?
b. What do these numbers mean?
c. What can you do on this page? How do
you do it?
d. Ask them about if they would change
anything
4. How would people vote for a question?
5. How would you see an answer?
a. What do you expect to see if you click
more?
6. What else can you do?
a. How would you get back to the home-
page?
b. Where would you find information about
your party?
7. How would people post their own ques-
tions?
a. What will you expect to happen after you
submit your questions? (what will you see
next, etc.)
8. What content do you want to see? (most
popular, category, answered)
a. can you find it?
9. Is there anything else you want to do on
this site? Does it do what you expect it to?
a. What do you want to know in the
about section?
10. Who do you think this website is for?
11. Show Facebook post
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Appendix Five: Research participant demographics

Workshop participants

Gender Timelines Personas Cardsort Age Ethnicity Hometown

F X 23 Pakeha Ngatimoti

M X 23 Pakeha Palmerston
North

F X X X 22 Pakeha Christchurch

F X 24 Pakeha Napier

F X 22 Pakeha Christchurch

M X X X 23 Pakeha Gisbourne

M X X X 23 Pakeha Auckland

M X X 22 Pakeha Lower Hutt

M X 24 Pakeha Lower Hutt

M X 26 Asian Lower Hutt

M X 25 Maori Lower Hutt

Survey respondents

Gender Age Ethnicity Hometown
M 20 Filipino Quezon City
F 19 Pakeha Tauranga

F 19 Pakeha New Plymouth
M 20 NZ/Chinese Johnsonville
F 19 Pakeha Lower Hutt
F 20 Pakeha Napier

M 20 Pakeha Tauranga

M 19 Pakeha Christchurch
F 19 Pakeha Marton

F 21 Pakeha Hamilton

M 19 Ethiopian Christchurch
F 19 Pakeha Keri Keri

F 21 Brazilian Hastings

38% Male, 62% Female
53% 19
69% Pakeha
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Appendix Six: Invitation letter to parties

These authorisations were collected from all nine participating parties.

MASSEY UNIVERSITY

COLLEGE OF CREATIVE ARTS
TOI RAUWHARANGI

16 May, 2014
Téna koe Helen,

We are writing on behalf of Massey University’s newly established Design & Democracy Lab to invite
you to participate in our initiatives to increase youth voter turnout in this year’s General Election.

The Design & Democracy Lab is a strategic research unit within Massey University’s College of Creative
Arts exploring the role that design and design thinking have to play in dealing with social issues. We
are focused on further developing and launching two concept proven online voter facilitation web
tools, On the Fence and Ask Away for New Zealand’s General Election.

On the Fence is an accessible non-partisan political values questionnaire that takes the form of an
online game. Users match their personal views with statements on key policy areas and topics, and
the web tool guides the user to the parties that are most compatible with their ethos and values. This
helps those who feel unsure make an informed start to a life of democratic participation. In the five
days from its launch on 21 November (General Election 26 November) onthefence.co.nz attracted
33,686 visits with 29,335 unique visitors.

Ask Away is a question and answer platform encouraging youth to set their own political agenda. Users
are able to ask questions and up-vote (endorse) the questions of others they believe are important.
These questions are regularly presented to candidates, allowing them to demonstrate responsiveness
and commitment to their constituents’ concerns. In the 24 days from its launch on 18 September
(Local Body Election 12 October) askaway.co.nz attracted 4,231 visits with 2,725 unique visitors.

Both projects closely integrate with social media, as a means of reaching youth and as a mechanism
to make political conversation visible. This reinforces the social norm of political engagement through
young people’s social networks and communities. As these initiatives are aimed at facilitating an
increase in youth voter turnout, there are obvious benefits for parties who engage with these projects.

The Electoral Commission consider the projects proposed by Massey University’s Design & Democracy
Lab possess “the potential to positively impact on voter engagement during this election year,
operating independent of the Commission, but in concert with its ethos and values.”

The Maori Party agreed to participate in On the Fence (2011) and we are seeking to refresh this
partnership. We are excited about the potential of these projects to impact on voter participation

this year and believe they will offer valuable means of connecting with young voters. If you would like
to participate, please sign and return the attached authorisation letters. We would also appreciate the
chance to meet with you to demostrate these initiatives. These projects are overseen by Karl Kane,
Lecturer at Massey University College of Creative Arts. If you have any questions please feel free to
contact him at k.kane@massey.ac.nz.

Kia ora mai,

Kieran Stowers MDes (Distinction) Meg Howie BDes (Hons)

Junior Research Officer Master of Design Candidate
Te Kunenga College of Creative Arts

ki Piirehuroa PO Box 756, Wellington 6140, New Zealand T 048015799 E creative@massey.ac.nz http://creative.massey.ac.nz



MASSEY UNIVERSITY

COLLEGE OF CREATIVE ARTS
TOI RAUWHARANGI

Authorisation of participation
Ask Away

Massey University’s newly established Design & Democracy Lab to invite you to participate in increasing
youth voter turnout in this year’s General Election—in particular, with a concept proven online voter
facilitation web tool: Ask Away.

Ask Away is a question and answer web platform encouraging youth set their own political agenda.
Users are able to ask questions and up-vote (endorse) the questions of others they believe are
important. These questions are regularly presented to party candidates, allowing them to demonstrate
responsiveness and commitment to their constituents’ concerns.

Each day, Ask Away will send the question with the highest number of votes to each party. The question
will be categorised with a topic (e.g. ‘Housing’) and assigned to the party spokesperson/representative
responsible for the given topic.

Party representatives will then have an opportunity to provide Ask Away users a concise answer to these
questions within two days. Representatives are also able to answer additional questions on the site as
they choose to, by logging into the Ask Away dashboard. Party representatives will also have the option
to refer questions on to others within their party if they are unable to answer for any reason.

To satisfy Electoral Commission regulations, each party is required to attach authorisation for any
responses from its representatives with the following statement:

Authorised By (Name) Signed

of (Address) Date

On behalf of the Maori Party of New Zealand, we agree to
participate in the Ask Away project as outlined in your letter
16 May, 2014.

Signed Date

Please sign and return this letter by post or email to the Design &
Democracy Lab, Massey University College of Creative Arts:

Post: PO Box 756

Wellington, 7140
Scan/Email: k.stowers@massey.ac.nz

Te Kunenga College of Creative Arts
ki Piirehuroa PO Box 756, Wellington 6140, New Zealand T 048015799 E creative@massey.ac.nz http://creative.massey.ac.nz
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Appendix Seven: Invitation email to parties

Kia ora Louisa Wall!

Andrew Burns has invited you to answer questions on behalf of the Labour Party on the website
Ask Away, and there is a question about community services that needs your answer. If you can
answer within the next couple of days your answerwill get maximum exposure.

Please login with this unique invitation link:
http://nzelection.askaway.org.nz/invitations/Y7B4Vm66m9xmwowR6-QKY

And give a short answer to this question:

Can you provide secure funding of community services and protect their right to
to provide commentary and advocacy on Government policy?

What is Ask Away?

Ask Away is a website where Kiwis ask the parties questions during the election, and you can an-
swer them on behalf of yourparty. Ask Away is part of Massey University’s Design and Democracy
Project, which aims to facilitate youth engagement in the 2014 General Election.

Which questions should you answer?
You can answer any question you like. Just bear in mind that your party can only give one answer
to each question, so think about whether you’re the best person from your party to be answering.

We’ll email you if there are really popular questions you need to answer. Depending on how
many people in your party areanswering questions, you can expect to get one or two reminder
emails per week. Your party secretary has authorised any content you post to the site.

If you have any questions, free to email me, meg@askaway.org.nz, or call me with any questions.
Warm regards,

Meg Howie
0274418072
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Appendix Eight: Engagement before and after survey

Ask Away Election Survey
1.Name:

Age:

Ethnicity:

Hometown:

2. Is politics interesting?

1 2 3 4
No never Sometimes Often Always

3. Is politics easy to understand?

1 2 3 4
No never Sometimes Often Always

4. Do you think voting can make a difference?

1 2 3 4
No never Sometimes Often Always

5. Have you talked to your friends and/or family about the elections?

1 2 3 4
No never Sometimes Often Always

6. How likely are you to vote in this election?

1 2 3 4
Not atall Somewhat Quite likely  Very likely

7. Do you think politicians care what you have to say?

1 2 3 4
No never Sometimes Often Always

8. How relevant is this election to you?
1 2 3 4

Not at all Somewhat Quite Very relevant
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Note: The following questions were only asked on the ‘after’ survey
9. Did you visit the Ask Away site?

o Yes
o No

10. If yes, did you do any of the following?

. Read questions

. Read answers

] Upvote a question
. Ask a question

Any comments/feedback on the Ask Away website?
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Appendix Nine: Before and after survey results

. Two point increase (on a scale of 1-5)
. One point increase

No change
One point decrease

Two point decrease

Before: 11 September 2014

Are politics | Easy to Does your Have you How likely Do you Are
interesting? understand? vote make a talked to are you to think politics
difference?  friends & vote? politicians relevant
family? care what to you?
you say?
Visited
AA
1 3 2 4 2 1 2 3
2 2 1.5 4 3 4 1 1
3 1 2 2 3 1 1 1
4 2 1 4 3 2 2 4
5 2 2 3 2 3 2 2
6 2 1 2 3 2 2 2
7 3 2 3 3 4 2 2
8 2 2 3 4 3 2 4
9 2 1 2 2 2 1 3
Didn't
visit AA
10 4 3 3 4 2 1 2
11 1 1 2 3 2 1 2
12 2 2 2 3 2 1 1
13 2 1 2 1 2 2 2
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After: 18 September 2014

Are politics
interesting?

Easy to
understand?

Does your
vote make a
difference?

Have you
talked to
friends &
family?

How likely
are you to
vote?

Do you
think
politicians
care what
you say?

Are
politics

relevant

to you?

Visited
AA

1

2
3
4
5
6
7
8
9

Didn't
visit AA

10
11
12
13
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Appendix Ten: Participant information sheet

MASSEY UNIVERSITY
" TE KUNENGA KI PUREHUROA

UNIVERSITY OF NEW ZEALAND

Ask Away

Information Sheet

My name is Meg Howie and | am working on a website that will make it easy for young
people in New Zealand to ask the candidates questions in the general election. This is my
Master of Design project at Massey University’s College of Creative Arts.

[ am doing some research to measure whether using the website has an effect on young
people’s political engagement. [ hope to talk to around twenty 18-24 year olds and am
offering a small token of my appreciation to thank you for taking part. The purpose of this
study is to do a before and after comparison using the same questions as the Electoral Com-
mission use in schools to measure attitudes towards elections.

If at any point you wish to withdraw from the study, please email me at howiemeg@gmail.
com and I will delete your data.

Project Procedures

If you're happy to take part, there is a short survey to do online now about your attitudes
towards the election. Then we will look at the website, Ask Away, and I will ask you to make
an account.

In a few days time, [ will email you a reminder to have another look at the website, and then
once more a few days after that. In one week, I will send the follow up survey, which will be
the same questions as the first one. At that point, you will be offered the chance to do a fol-
low up interview, but that is entirely optional.

Time: 20 mins altogether

Data Management

[ will use the information I gather to evaluate the effectiveness of the website. I will publish
the summarised findings in my thesis, but not personally identifiable data. If you provide
additional comments I may use quotes with your first name and age. | may also use data
and quotes when presenting the work in the future, and in publicity for the website.

All of the data I gather will be kept and stored in my possession. Please email me at howie-
meg@gmail.com if you would like to be sent a summary of the findings.
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Participant’s Rights

You are under no obligation to accept this invitation. If you decide to participate, you have
the right to:

decline to answer any particular question;

withdraw from the study at any time;

ask any questions about the study at any time during participation;

provide information on the understanding that your name will not be used unless you give
permission to the researcher;

be given access to a summary of the project findings when it is concluded.

ask for the recorder to be turned off at any time during the interview.

Project Contacts
Researcher:

Meg Howie

Email: howiemeg@gmail.com

Supervisor:
Karl Kane
Email: k. kane@massey.ac.nz

Please contact either of us if you have any questions or wish to withdraw your information.

Low Risk Ethics Notification

“This project has been evaluated by peer review and judged to be low risk. Consequent-
ly, it has not been reviewed by one of the University’s Human Ethics Committees. The
researcher(s) named above are responsible for the ethical conduct of this research.

If you have any concerns about the conduct of this research that you wish to raise with

someone other than the researcher(s), please contact Professor John O’Neill, Director, Re-
search Ethics, telephone 06 350 5249, email humanethics@massey.ac.nz”.
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Appendix Eleven: Participant consent sheet

Ask Away

Participant Consent Form

[ have read the Information Sheet and have had the details of the study explained to me. My
questions have been answered to my satisfaction, and I understand that I may ask further
questions at any time.

[ agree/do not agree to the interview being sound recorded

[ agree/do not agree to the interview being image recorded.

[ agree/do not agree to images being published on the project’s website, blog and social
media.

[ agree to participate in this study under the conditions set out in the Information Sheet.
Signature

Date
Full Name (printed)
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Appendix Twelve: Kids Vote survey

This is the survey the Electoral Commission uses to judge the effects of its “Kids Vote” programme,
where children participate in mock elections in schools. Students complete another survey afterwards.

The aim of Kids Voting is to increase your understanding of, and participation in, electoral and

democratic process.

To work out whether we are achieving our aim, we need you help.

Please read the questions below and circle the number that most represents how you feel.

NO NEVER

SOMETIMES

OFTEN

YES ALWAYS

1. Is politics
interesting?

2

3

4

2. Are elections
easy to
understand?

3.Doyou
think voting
can make a
difference?

4. Have you
talked to your
family about
the elections?

5.When you turn
18 and are
eligible to vote,
will you?

Please circle below the services you think Parliament delivers:

houses

Libraries Produces dairy Schools Appoints the Collects taxes
products Governor General
Provides gas
Police Hospitals & electricity to Public transport | Rubbish collection

79



Appendix Thirteen: Letters from candidates

To Whom It May Concern,

As New Zealand First Deputy Leader and Spokesperson for Communications and IT [ was
nominated by the Board of Directors of New Zealand First to be the Parties policy voice on
the new initiative “Ask Away”. This platform proved invaluable over the course of the 2014
election by allowing New Zealand First, along with other political parties, to identify the
issues of concern to the voting public and to put forward, in a concise manner, our answer
to those concerns.

[t is widely recognised that to gain traction inside main stream media one often has to cre-
ate a “gottcha point” in order for this to be considered “sexy” enough for reporting. This
coupled with the persistence of the “first past the post — there are only two parties” type
of reporting means that initiatives such as “Ask Away” are vital to a truly MMP environment.

If New Zealand wishes to have a continually evolving representative democracy then it
will require support for sites such as “Ask Away” through the three year period in between
elections. After all politics doesn’t stop between elections so why should the ability to ask
questions of political parties?

[ hope that any application for resourcing by the creators of “Ask Away” will be looked upon
favourably as a method to engage New Zealanders of all ages and demographics in the deci-
sions that affect their lives and their nation.

Tracey Martin,
Deputy Leader,
New Zealand First.

The Green party strongly supports good civics education and our team really enjoyed
participating in AskAway during the election period, so we will be very happy to continue
to participate in an adapted version to be used as a resource for schools to use in civics/
citizenship education. Our political participation rates are far too low and we clearly more
initiatives to help inform and connect people with their political representatives. I think
this is a great initiative.

Jan Logie, MP
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Appendix Fourteen: Connections

Social pressure
Negativity in politics

User research
Exclusive language

Frustration with media

This diagram shows the connections I

Social norms

Political science

Efficacy
Cost/Benefit

found between different fields of inquiry.

Design research offers a framework for

recognising patterns across material drawn

from different sources.
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Appendix Fifteen: Social media posts
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